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Summary
According to Hofstede (1991), cultural differences between Japan and
Indonesia are found in several aspects. Particularly, they are quite different in terms of
masculinity, uncertainty avoidance and long-term orientation. This study hypothesizes
that Japanese companies have difficulty in adjusting the values when operating in
Indonesia. In contrast, some Indonesian companies adapt the Japanese business in a
successfully way. In order to understand the causes that lead to these differences, this
study perform two comparative case studies on a pair of the competing counterparts.
The cases are developed using the qualitative data collected through
newspapers, websites, personal in-depth interviews with the managers in the industry
etc. The case analyses focus on the comparison between the Japanese company who
entered into the Indonesian market with the local Indonesian company who adapted the
same business and performed more successfully than the Japanese company did. The
first case argues Seven Eleven vs. IndoMaret. The second case is about YOSHINOYA
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vs. Hoka Hoka Bento (HokBen).
From these analyses, this paper provides the insights on what adjustments are
needed specifically to run a business in Indonesia. First, we found that the price of
goods should be standard or low in order to target majority of the population in
Indonesia. The only failure case, 7-11 Indonesia used a premium price strategy which
led to downfall due to low sells. The other companies in the food industry such as
IndoMaret, HokBen, and Yoshinoya have been successful by adopting a low-price
strategy.
Second, we see that the product sold in Indonesia also influences the success of
a business. Selling of a product is influenced by the target market hence the preference
of the target market should be highly considered. HokBen and Yashinoya have
considered the customers’ preference and this has greatly increased their sales and
contributed to the success of the two food industries. The companies should hence first
consider the customers’ preference.
Third and finally, the positioning of a business should be considered. Good
positioning of a business in Indonesia can influence the sales. 7-11 positioning was not
favorable and this contributed to its downfall. Others such as IndoMaret and HokBen
were favorably positioned in the neighborhood and this greatly influenced the sales
contributing to their success.
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Indonesian market is huge and has been growing recently. However, it seems
difficult for Japanese companies to enter this market and succeed. On the other hand,
there are a lot of Indonesian business people who are trying to bring businesses from
Japan and apply the business in Indonesia. They actually have difficulties making an
agreement with Japanese companies and ended up copying the concept and became
successful in Indonesia.
One of the main reasons for this could be that Japanese companies don’t fully
understand the cultural differences between Indonesia and Japan (Hofstede, 1991). For
example, in Japanese companies, most of the top management are Japanese people and
it’s very rare to see non-Japanese executives even in oversea subsidies. There exists
some potential for Japanese companies to be more global if they understand the cultural
differences between Japan and other countries from various perspectives.
My motivation for this thesis is to figure out how and why Japanese companies
fail in the Indonesian market due to the lack in understanding of its local culture. We
conduct a series of comparative case studies between failure cases by Japanese
companies and successful cases by Indonesian companies in the same industry.
From the findings of the multiple case studies, this study will give suggestions
twofold, for both Japanese and Indonesian companies. For Japanese companies, we will
provide insights to be referred to when they enter the Indonesian markets. For
Indonesian companies, we will try to give implications on how to attract more Japanese
companies, make them invest and operate in Indonesian market despite the cultural
differences.
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CHAPTER 2. OVERVIEW OF INDONESIAN MARKET
Section 1. OPPORTUNITIES
Indonesia has the biggest population in South East Asia and ranked 4 in term of
population in the world. According to 2019 World Population Review, more than 271
Million people as of 2019, increased 1.1% from 268 Million in 20181. As this number
shows, this is a huge market. The numbers are also growing. Indonesian population has
been growing constantly and steadily by 1-2% since 1990s (see Figure 1).
Source) 2019 World Population Review.
Figure 1. The Growth of Population in Indonesia
In addition to the population and its growth, the gap between the poor and rich
is getting closer continuously after the President Jokowi took over the position.
According to the World bank, middle class counts at least 52 million people in
1 2019 World Population Review http://worldpopulationreview.com/
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20182.This means that the middle-class number has been raised and Indonesian buying
power have increased. This trend is expected to continue increasing in the future.
Furthermore, Indonesia’s rich lands provide one of the largest commodity
sources in the world 60% of the commodities here being exported. The immense
availability of land and its richness allows for cultivation and growth of agricultural
products such as palm oil, cocoa, rubber and coffee that are exported. According to a
study done by Gopalan, Hattari and Rajan (2016), the growing economy of Indonesia
has seen the country become a destination for foreign direct investment. It was
previously overlooked in favor of other Asian countries such as India, Japan and China.
Indonesia has been ranked as one of the leading countries in exporting quality
commodities such as palm oil and thermal coal.
It is also noted that the country has been largely shielded from the economic
crisis globally due to its good economic state backed up with political stability and
self-reliability. Indonesia has actually been predicted to be a leading global economy in
the near future. Thus, its constant and stable growth in population and economy makes
it attractive for other countries to enter and invest in the Indonesian market.
On the other hand, it has not been all smooth for Indonesia, as it also faces
several challenges in maintaining their economic growth and securing a safe business
environment for investors. Most of all, corruption and bureaucracy are the core issues
that investors in Indonesia are facing. Other challenges include poor infrastructure and
underqualified human resources and these limits the growth of the Gross Domestic
Product (GDP). To address these challenges, various steps are being taken in the country.
This thesis also aims to help companies who do business in Indonesia by clarifying
2 Boediono, Lestari. Indonesia's middle class vital for the country's future. published in April 12 2017,
downloaded on April 20, 2019.
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cultural issues that they might face when entering this market.
Section 2. GOVERNMENT DEREGULATION
Since the President Jokowi era started, the government has been trying to relax
the foreign ownership restriction for businesses in order to increase the foreign direct
investment3 (Mondaq, 2018). As a result, foreign investors could have more shares
compared to the previous era. Starting from 2015, foreigners are allowed to buy land as
well as an apartment to live in Indonesia. This will increase the numbers of foreigners in
Indonesia as they are now allowed to invest on properties as well.
According to a report by Budiartha in the European Research Studies Journal
in 2018, an investor’s aim is to make profit within the shortest time possible. These
government regulations have enabled investors feel it is a cheaper way of investing and
also it ensures there is security of the investment. Since this is still very recent, it would
be a good opportunity to be the early investors before it gets more expensive in the
future.
As shown in Figure 2, the number of foreign investors keeps increasing with
each year from 2010. The highest number has been recorded in 2019. This shows that
the new favorable government regulations are attracting new investors in Indonesia.




Note) From 2010 to 2019.
Source) Databoks (in Indonesian) https://databoks.katadata.co.id/
Figure 2. Number of Foreign Workers in Indonesia
Section 3. CORRUPTION
Indonesia enjoys abundant natural resources, which is actually the richest
country in Southeast Asia in this aspect. According to the report of WorldAtlas (2018),
Indonesia is the 5th largest producer of coal and nickel with 15 billion tons reserves of
copper and 367 million tons reserves of nickel in the energy and mining industry4. It has
created a name for itself due to its unique topography such as its thermal coal has a low
content of sulphur and it has a higher calorific value. Furthermore, Indonesia has a rich
land with abundant natural resources including timber, natural gas, mining, oil, spices,
etc. Indonesia also has a large source of renewable energy that satisfies its domestic
needs. In addition, the cost of living there is low as there are a lot of supply for foods.
In spite of such blessed environments, the major issue for the economic growth
had been corruption in this country. As you see in Figure 3, Indonesia is one of the
worst in the world in terms of corruption. It made the rich become richer and the poor
4 WorldAtlas https://www.worldatlas.com/webimage/countrys/asia/id.htm cited on June 27, 2019.
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people stay poor, led the gap between the rich and poor bigger and bigger. However, as
we already mentioned, after the President Jokowi and the Governor Ahok era, it kept
getting better.
According to the Trading Economics5, as shown in Figure 4, we can track the
changes in the corruption index which is calculated by the perceived level of public
sector corruption as determined by expert assessments and opinion surveys. The smaller
the index is, the more corrupted it is, and if it’s 100, it means very clean. Indonesia
scored 38 points out of 100 on the 2018 Corruption Perceptions Index reported by
Transparency International6. Corruption Index in Indonesia was 17 in 1999 which was
the lowest meaning the most corrupted. It averaged 26.30 points from 1995 to 2018,
reaching an all-time high of 38 points in 2018.
Note) As of 2018. The more red, the higher the corruption level.
Source) International Transparency https://www.transparency.org/cpi2018
Figure 3. Corruption Level Worldwide
5 Trading Economics https://tradingeconomics.com/indonesia/corruption-index cited on June 27, 2019.
6 Transparency Indonesia https://www.transparency.org/country/IDN cited on June 27, 2019.
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Note) The value zero indicates highly corrupt and 100 means very clear.
Source) Trading Economics https://tradingeconomics.com/indonesia/corruption-index
Figure 4. Indonesia’s Corruption Index
Section 4. FOREIGN DIRECT INVESTMENT
Another aspect of the economic situation in the Indonesian market is foreign
direct investment. According to BKPM, which is Indonesian Investment Coordinating
Board as a Non-Ministerial Government Agency established in 1973, the total foreign
direct investment was 392.7 trillion IDR or 27.3 Billion in USD as of 20187. It has been
increasing in the past five years. In 2013, it was around 270.4 trillion IDR or 18.8
Billion in USD (BPKM, 2015) The amount is almost doubled from 2013 to 2018. The
government is more open to foreign direct investment by making it easier for foreign
companies to invest in term of regulation.
Figure 5 shows the top five investors for Indonesia as of 2016 which include
Singapore, Japan, China, Hong Kong, and Netherland. Even though Japan is ranked 2 in
term of foreign direct investment. The number is relatively small compared with
Singapore (only 58%). Furthermore, the business sectors are still limited. Most of the
7 BPKM/ Indonesia investment Coordinating board, 2019
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investment made by Japan is in technology, manufacturing, natural resources sectors.
Examples of big companies that invested to Indonesia include Toyota, Honda, Sanyo,
Panasonic, Bridgestone, and other B2B businesses. Most of the Japanese companies in
Indonesia are manufacturers, machine related and B2B businesses8.
Source) Indonesia Investment Coordinating Board.
https://en.portal.santandertrade.com/establish-overseas/indonesia/foreign-investment
Figure 5. Main Foreign Direct Investors in Indonesia
8 klikalamat.com.
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CHAPTER 3. CULTURAL DIFFERENCE
As we introduced in the previous chapter, there exist tremendous market
opportunities in Indonesia. However, companies face cultural issues when they enter
this market. In this chapter, we discuss how different the Indonesian and the Japanese
cultures are by following the Hofstede’s cultural dimensions.
According to Hofstede (1991), national culture is defined along six dimensions
which consist of power distance, individualism, masculinity, uncertainty avoidance,
long term orientation and indulgence. Since its publication in 1980, This framework
has been widely used9. When we compare the national culture between Indonesia and
Japan Among these six factors, Indonesia is higher only for the power distance. They
are almost equal for indulgence. As for the other four factors, Japan is consistently
higher than Indonesia (Figure 6). We will compare all the dimensions in the following.
Source) Hofstede Insights https://www.hofstede-insights.com/
Figure 6. Cultural Difference betweeen Indonesia and Japan
9 Hofstede Insights https://www.hofstede-insights.com/about-us/about-geert-hofstede/ cited on June
27, 2019.
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Section 1. POWER DISTANCE
Power distance is defined as the power that distributed unequally among the
citizen, as such, the gap between rich and poor (Hofstede, 1991). Power distance is
usually high in emerging countries and Indonesia is not an exception. Its score is as high
as 78 in this dimension. Power distance have an impact towards the business culture.
For example, most countries with high value of power distance tend to be more
corrupted because power is centralized. As we already argued in this chapter, corruption
was one of the major issues in the Indonesian market. However, it has been improved
recently.
In contrast, the value of power distance is not so high for Japan (54) and they
don’t face serious corruption problems. As for power distance, however, Japan has a
different aspect which relates to the theme of this study. Japanese are always conscious
of their hierarchical position and act accordingly. This often leads to slow decision
making as all the decisions must be confirmed by each hierarchical layer and finally by
the top management in Tokyo. In other words, the power distance in Japanese society
means that there is no one top guy who can take decision like in more hierarchical
societies.
The difference here is that business networking is valued more in Indonesia
because of unequal power distribution, faster decision making, and flexibility are
needed because of the relationship based on businesses.
Section 2. INDIVIDUALISM
Individualism is the degree of interdependence a society maintains among its
members. Indonesia has a very low score (14) in this dimension as Indonesia has a
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family-oriented culture. They also like to be in group, and this is also the reason why
relationship is important, because if the leaders cannot manage this, there will be a
politic issue inside the company.
On the other hand, Japan has a relatively high score (46) in individualism
compared with other Asian countries. In Table 1, we summarize the characteristics of
individualism and collectivism. Japanese society shows many of the characteristics of a
collectivistic society compared to the Western countries (e.g., Nakata and Sivakumar,
1996; Song, Kawakami and Stringfellow, 2010; Kawakami, Machlachlan and
Stringfellow, 2012) such as putting harmony of group above the expression of
individual opinions and people have a strong sense of shame for losing face. Japanese
are experienced as collectivistic by Western standards and experienced as Individualist
by Asian standards. They are more private and reserved than most other Asians.
Table 1 Comparison between Individualism and Collectivism
Individualism Collectivism
Everyone is supposed to take care of him- or
herself and his or her immediate family only
"I" – consciousness
Right of privacy
Speaking one's mind is healthy
Others classified as individuals
Personal opinion expected: one person one vote
Transgression of norms leads to guilt feelings
Purpose of education is learning how to learn
Task prevails over relationship
People are born into extended families or clans
which protect them in exchange for loyalty
"We" –consciousness
Stress on belonging
Harmony should always be maintained
Others classified as in-group or out-group
one person one vote
Opinions and votes predetermined by in-group
Transgression of norms leads to shame feelings
Purpose of education is learning how to do
Relationship prevails over task
Source) Triandis, H. C. (2018). Individualism and collectivism.
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This is an important point in order to manage a company in Indonesia. It has to
be adjusted to Japan’s culture which is more collective rather than individualism. In
Indonesia, individual uniqueness and determination is valued while in Japan a person
identifies with a certain group and this helps them in measuring their compliance and
loyalty. Individualism has been associated with high levels of GNP (Adelman & Morris,
1967; Cobb, 1976; Hofstede,1980). Extreme cases of individualism have been linked to
high crime rates, suicide and physical and emotional stress.
However, the cultural elements have changed in Japan due to complexity of the
modern-day world as a shift to individualism has been observed even though
collectivism still remains dominant. This has been deduced from the increase in the
number of voluntary organizations in China over the last twenty years.
Section 3. MASCULINITY
A high score on Masculinity indicates that the society will be driven by
competition, achievement and success, while a low score means that the dominant
values in society are caring for others and quality of life (Hofstede, 1991). Indonesia is
considered lower compared to other Asian countries (Table 2).













Source) created from Hofstede Insights https://www.hofstede-insights.com/
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While the value of Indonesia is 46, other Asian countries such as Philippines
(69), China (66), Australia (61), New Zealand (58), India (56) Malaysia (50), and
Singapore (48) are all above, while Vietnam (40), South Korea (39), and Thailand (34)
are lower. In Indonesia, status and visible symbols of success are important, however, it
is not always material gain that brings their motivation. Often it is the position that a
person holds which is more important to them. In other words, Indonesian people are
not competitive towards each other.
Japan is known as one of the most Masculine countries in the world as the
score in Figure 6 and Table 2 indicate (Hofstede, Hofstede and Arrindell, 1998).
However, in combination with their mild individualism, we do not see assertive and
competitive individual behaviors which we often associate with Masculine culture.
Masculinity in Japan is the drive for excellence and perfection in their material
production (monodukuri) and in material services (hotels and restaurants) and
presentation (gift wrapping and food presentation) in every aspect of life. Notorious
Japanese workaholism is another expression of their Masculinity.
Section 4. UNCERTAINTY AVOIDANCE
Indonesia scores 48 on the dimension of uncertainty avoidance which means
that it has a low preference for avoiding uncertainty. According to Hofstede, (2016),
religion is related to uncertainty avoidance. Indonesians are very religious and the most
common religion in Indonesia is Muslim, which makes up to 87% of the population.
Majority of Indonesian people don’t think in a long term, they tend to think about the
present and short term10. Also, many cases suggest that many Indonesian people are still
close minded because of their strong belief. For example, when the election of Jakarta’s
10 https://www.onlenpedia.com/2017/03/4-perbedaan-pola-pikir-orang-orang.html
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Governor occurred in 2017, Mr. Basuki Tjahaya Purnama, the previous governor, lost
the election even though he had proven his work and had outstanding results. This was
believed to be because of how he is not Muslim and some of the people think that it’s
not okay to have a non-leader Muslim11. However, through a lot of racism conflicts, and
the rising number of middle-class people getting better education, it will get better in the
future.
In contrast, Japan is one of the most uncertainty avoiding countries in the world.
As reported in Figure 6, its score is as high as 92. Hofstede states that countries such as
Japan with high a high uncertainty avoidance tend to minimize the possibility of
occurrence of certain situations by the use of strict laws, codes and rules. This is why
Japanese is very detailed oriented compared to other countries. This high need for
uncertainty avoidance is one of the reasons why changes are so difficult to realize in
Japan. (Hofstede et al, 2010)
Studies have shown that individuals in uncertainty avoiding countries are more
emotional and driven by internal nervous energy. In contrast, uncertainty accepting
cultures are more open-minded on opinions that differ from what they are used to. They
have fewer rules and are very religious. The individuals in these cultures are more
composed and reflective, and not expected their express emotions by their environment.
(Hofstede et al., 2010)
Section 5. LONG-TERM ORIENTATION
This dimension describes how every society has to maintain some links with its





long-term orientation is 62 for Indonesia. Most of Indonesian got smart by doing, not by
learning. Given the economic condition back then, most of the people, even higher
position people were only high school graduate. Most of them didn’t have a great
education background but they’re good at practical because they learned by doing.
Japan scores as one of the most long-term oriented societies with 88 on this
dimension. Japanese see their life as a very short moment in a long history of mankind.
From this perspective, some kind of fatalism is not strange to the Japanese. You do your
best in your lifetime and that is all what you can do. Notion of the one and only
almighty God is not familiar to Japanese. People live their lives guided by virtues and
practical good examples.
Section 6. INDULGENCE
Indulgence is defined as the extent to which people try to control their desires
and impulses, based on the way they were raised. Indonesia has a low score of
indulgence (38) which shows that Indonesia has a culture of restraint. The reason of this
is the strong belief Indonesian people have in their life. There are many rules in Islam
that they need to follow, this is also becoming a problem in both politics and business
world in Indonesia. They have strict rules against alcohol, halal, prostitution, etc. This
led to black market and bribery behind the scene, meaning bribery and corruption.
Japan, with a low score of 42, is shown to have a culture of Restraint. Societies
with a low score in this dimension have a tendency to cynicism and pessimism. Also, in
contrast to Indulgent societies, restrained societies do not put much emphasis on leisure
time and control the gratification of their desires. People with this orientation have the
perception that their actions are restrained by social norms and feel that indulging
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themselves is somewhat wrong.
In the next chapters, we will conduct two case studies to investigate how these
cultural differences might affect doing business in Indonesia.
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CHAPTER 4. SEVEN ELEVEN INDONESIA VS. INDOMARET
Section 1. METHODOLOGY OF THE CASE ANALYSES
In order to understand the success factors of running business in Indonesia, we
conduct multiple case studies on the food industry in this thesis. We chose food industry
because our family company is running business for years in this industry and from
what we have observed through our own experience, we believe a lot of opportunities
exist for both Indonesian and Japanese food business in Indonesia.
In Chapter 4 and 5, we conduct two pairs of case analyses. The first case is
on the comparison between Seven Eleven Indonesia and IndoMaret. The second case is
Yoshinoya vs. Hoka Hoka Bento (HokBen). We collected both qualitative and
qualitative data from various sources including newspapers, websites, personal in-depth
interviews with the managers in the industry for the case analyses. First,
From the next section, we will start the case analyses on the comparison of
Seven Eleven Indonesia and IndoMaret.
Section 2. SEVEN ELEVEN INDONESIA
4.2.1. Indonesian market entry
Seven Eleven Inc. entered into the Indonesian market about ten years ago. The
agreement for the master franchise was first signed on May 2009 between Seven Eleven
Inc. and PT MSI to grow the Seven eleven retail business in Indonesia. Since the first
shop was opened on November 9, Seven Eleven Indonesia (hereafter 7-11 Indonesia)
grew rapidly and reached 100 shops in just 3 years and 1 month, from November 2009
to Dec 2012. In 2014, they invested on their central kitchen which could provide for 500
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shops.
However, the return wasn’t as much as they expected. In April 2015, they lost
revenues due to alcohol and some snacks restrictions by the Indonesian government.
This event caused 7-11 Indonesia to close 20 of the outlets, which probably had the
most impact on the new regulation regarding alcohol and snacks.
In September 2016, Seven Eleven Inc. implemented some strict rules regarding
the business operations in Indonesia which caused most of the big investors like “New
Hope China” and “Berjaya Malaysia” to back off. According to the personal interview
with the former CEO, we confirmed that this caused 7-11 Indonesia to close 25 outlets
in 2016.
In February 2017, another 40 outlets were forced to close because they haven’t
reached the breakeven point. At the same time, PT Charoen PokPhand Restu Indonesia
(CPRI) was planning to buy 7-11 business from PT Modern Sevel Indonesia (MSI).
Both of the companies signed on an agreement in April 2017, however the agreement
was canceled in May 2017 which made them to close the business finally on June 30,
2017 due to their limited resources.
4.2.2. Cultural difference
From the very beginning, 7-11 Indonesia invested huge amount of money but
didn’t get the return they wanted or predicted. One of the reasons is that they are trying
to implement Japanese business culture over Indonesian.
For example, they are providing more space for people so that customers can sit
with their friends. What actually happens is that Indonesian customers tend to buy 1-2
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cheap drinks, sit in the shop for the whole day and chat with their friends12. This
happens because, as we introduced in the literature review, Indonesian culture is very
collective with only 14 points in individualism. Most of the people don’t have a big
buying power, yet they still want to hang out and chat together with friends.
In contrast, this clearly doesn’t happen in Japan. With 46 points on individualism
on the Hofstede’s dimension, Japanese is more individualist compared to other Asian
countries. When we observe, most of the Japanese who sit in convenience store are
staying alone. Some of them might sit together with their friend, they only stay at
maximum around an hour. It is understandable that 7-11 has applied what they applied
and succeeded in Japan. However, it doesn’t seem to work in Indonesia.
From the beginning, their business strategy doesn’t fit with Indonesian culture
or it maybe not the right timing yet. The first 7-11 store was beside Grand Indonesia
which is one of the fanciest malls in Jakarta. After that, 7-11 selected their store
locations more in places where people could hang out together such as nearby shopping
malls and other popular locations. We could tell that 7-11 want the local people to hang
out in their outlets, buying foods and drinks. However, it didn’t work without any rules
or restrictions. The locals took advantage of it and sat in the store by ordering as
minimum as possible.
4.2.3. Premium strategy
Another reason why 7-11 has not been successful is that they took a premium
strategy. For example, their offered premium food displayed in the fancy racking system.




It seems that 7-11 invested too much money and expanded the business too quick when
they’re not ready yet. They were very aggressive while they didn’t calculate the risk
properly..
Section 3. INDOMARET
In this section, we will have a look at the case of local convenience store
IndoMaret to see how their strategy is different from 7-11’s. We will explain four most
important success factors of IndoMaret which include strategic location, distribution
center, low price, and franchising.
4.3.1. Strategic location
IndoMaret, first established in 1988, is a convenience store chain which sells
necessity goods for Indonesian locals. At present, it is the biggest convenience store
chain with 16.580 outlets 60% of which is directly run by the company and 40% is by
the local franchisees. The company’s moto is “Easy and Economical” which means easy
access, located in strategic areas near housing area, offices, parks, apartments, and
public facilities.
4.3.2. Distribution centers
IndoMaret provides cheaper goods as they get the goods from Indomarc, the
biggest distributor for daily goods. Indomarc is a company that was established in 1988
and is located in Jakarta, Indonesia. Indomarc owns and runs IndoMaret where it
provides goods for IndoMaret (UN, 2010). Distribution is one of the key factors for
offering goods at cheap price. IndoMaret have a very efficient distribution channel.
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They understand the importance of operating a lot of distribution centers in order to
push the price down and offer the best price for the customers. Currently, IndoMaret
owns 33 distribution centers which are located all over Indonesia. Not only the numbers,
but also the high-tech digital picking system they use makes their distribution system
more reliable and efficient. IndoMaret emphasize on experts for supply chain
management and operations management and already strong in that areas because their
previous business was a daily goods distributor.
4.3.3. Low price
Their target market is basically every person who is living in Indonesia, from
rich to poor. A study done by Natawidjaja, (2005) indicates that they followed some
strategies from American’s retailers like Kroger, Walmart and QFC. Their three main
marketing strategies are “Wow Price”, “Very Economical”, and “This Month
Promotion.” “Wow Price” means a weekly promotion when specific daily goods got
discounted. “Very Economical” is that, for example, they publish a leaflet every two
weeks to promote goods, as a guidance for customers to buy economically and save
money. “This Month Promotion” is regarding their monthly promotion for specific
goods. Sometimes it became a gift for free, or a direct discount.
IndoMaret adopts the strategy of a bigger scale retailers in other countries into
convenience stores in Indonesia. The result is great as far as we know. They took this
strategy because they understood that Indonesian consumers are still very sensitive to
goods price. Even for the middle-up class people, they are paying attention to the price
difference. Most of the cases, price difference affects their final purchase decisions.
26
4.3.4. Franchising
Last but not least, another important success factor for IndoMaret’s fast growth
is their franchising strategy. Their franchise contract lasts for 5 years, claiming that the
break-even point will be within four years on average. The franchise fee is higher than
the other competitors, and still the demand for IndoMaret is quite high. When the
contract expires after five years, the ownership will belong to IndoMaret. Overall,
IndoMaret well understands what are the needs and wants of, and the values for the
local communities in Indonesia.
Section 4. COMPARISON BETWEEN 7-11 AND INDOMARET
Based on the case comparison on 7-11 and IndoMaret, we have found that these
two companies take quite different strategies from each other. Table 3 summarizes the
main differences.
Basically, their strategy model is different. 7-11 Indonesia applies the ways they
succeeded in Japan. In contrast, IndoMaret followed the ways of American low price
retailers such as Kroger, Walmart. As for target customers, 7-11 focuses on the
middle-class people while IndoMaret welcomes everyone in Indonesia. To be consistent
with the targeting customers, their pricing is high for 7-11 and low for IndoMaret. One
typical example that clearly shows the difference in the level of cultural understanding
is that 7-11 prepared free chat space with no minimum payment which IndoMaret didn’t.
The location strategy is also quite different between these two store chains.
Table 3. Difference in strategies between 7-11 and IndoMaret
7-11 Indonesia IndoMaret
Strategy model Seven Eleven Japan American retailers
e.g., Kroger, Walmart, and QFC
Target customers Middle class Everyone in Indonesia
Products Premium foods Easy and economical
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Free chat space with
no minimum payment
Affordable daily goods
(No tables nor seats)
Price Premium price Low price
Place Hang out area Neighborhood first, then covers near
the housing area, offices, parks,
apartments, and public facilities.
Source) Originally created by the author.
Other than these factors, 7-11 Indonesia has strong restrictions from 7-11 Japan
which made them unable to adapt freely to the Indonesian market. In contrast,
IndoMaret has flexibility to adjust its strategy and operation whatever and whenever
they want according to the local needs. This is why 7-11 in Indonesia had to apply the
same business concept as 7-11 Japan did at the home country which unfortunately didn’t
work in Indonesia.
Even though the economy is getting better and more people getting into middle
class from lower class in Indonesia recently, most of the people are still price conscious.
As the population is huge, the power distance is still considered very high. This is why
price is still one of the key elements for consumer’s decision. Furthermore, the things
people want to get have the same brands with different prices. Items in convenience
stores are not exceptions. Majority people tend to choose a cheaper option from
different stores. Thus, 7-11 Indonesia hey couldn’t compete with IndoMaret.
It seems that they made a wrong move by investing too much while not
understanding the cultural differences in economy and business in Indonesia. People go
to IndoMaret just want to get what they want while people who go to 7-11 want to sit
and chit chat with friends. One of the solutions to avoid such situations is to choose a
partner who really understands both cultures and has trust from the Japanese side. Lot of
restrictions and rules made the company inflexible and slow at decision making. It also
made the big investors to run away from 7-11 Indonesia.
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In the next chapter, we will also examine another pair of the companies in the
food industry in Indonesia, Yoshinoya and Hoka Hoka Bento.
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CHAPTER 5. YOSHINOYA VS. HOKA HOKA BENTO
Section 1. ENTRY TO THE INDONESIAN MARKET BY YOSHINOYA
5.1.1. Expansion in Indonesia
It is said that the first companies who entered the Indonesian market was the
Japanese chain restaurant Yoshinoya. Yoshinoya attained a huge success by expanding
its store chain up to 94 stores since its entry in 2010 (see Table 4 and Figure 7).
Table 4. Number of Yoshinoya Worldwide
2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
Japan 1,164 1,158 1,173 1,171 1,173 1,187 1,191 1,207 1,201 1,208
U.S. 98 97 95 96 102 105 102 103 101 101
Indonesia 2 11 19 24 35 48 57 73 94
Singapore 15 18 18 18 21 19 16 12 17 16
Thailand 3 9 18 20 16 15 15 20
Malaysia 4 9 12 10
Global Total 399 439 490 577 636 635 656 703 783 879
Source) Yoshinoya website https://www.yoshinoya-holdings.com/ir/report/shoplist.html
Source) Yoshinoya website https://www.yoshinoya-holdings.com/ir/report/shoplist.html
Figure 7. Global Stores of Yoshinoya
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As of 2018, the number of stores is 8% of that in Japan (1,208 stores), and 11%
among all the global stores (879 stores). Although the U.S. is the biggest market for
Yoshinoya other than Japan, the market is almost flat for the past 10 years. The second
biggest market is actually Indonesia which grows constantly (Figure 7). This is
impressive as the other Asian markets such as Singapore, Thailand, and Malaysia are
not growing compared with Indonesia.
5.1.2. First Failure of Yoshinoya
Yoshinoya first came to Jakarta, Indonesia in 1994, not in 2010 actually. They
failed in 1990s and came back about 15 years later. In 1994, Mr. Ipung Kurnia who
owned one of the biggest supermarket brand, Hero supermarket, brought Yoshinoya to
Indonesia. As internet was limited at that time, there is almost no articles or references
online regarding the first owner of Yoshinoya in Indonesia. Therefore, we conducted a
interview with the person who knows about this to get more information about
Yoshinoya in Indonesia in the past. We will describe the case based on the information
hereafter.
From what we understood from the interview research was that the main
reasons for the failure was the management issues and the timing of entering the market.
In 1990s, Yoshinoya offered authentic type of Japanese foods and tastes. They were not
adjusted to the local market at all. There were some Japanese people involved in
running the business in Jakarta. At that time, they weren’t aware of how Indonesian
business culture would work. Strict rules from their businesses in Japan made the
company to be inflexible and slow in decision making. Overhead cost was too high and
what was worse is that, there were only two big malls in Jakarta during the 1990s, in
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which Yoshinoya opened their outlet. This limited their potential market.
Furthermore, Yoshinoya didn’t have enough experience doing food and
beverages business in Indonesia. It wasn’t doing good nor bad, however, they couldn’t
bear the impact of the Asian crisis occurred in late 199s. As a result, they withdrew from
the Indonesian Market in 1998 (Brendan, 2002).
5.1.3. Re-entry by Yoshinoya
Yoshinoya came back to enter Indonesian market on July 2010 under the
management of PT Multirasa Nusantara which is owned by Wings Group which is one
of the biggest players in food industry. They have a lot of condiment brands and other
foods which could reduce the overhead cost for yoshinoya. Wingsfood condiments and
beverages manufacturing companies support Yoshinoya to be more competitive in the
market in term of the pricing. Wingsfood is more experienced in running food business
compared to PT. Hero who brought yoshinoya to Indonesia for the first time. This time
they learned from the past mistake and have a different strategy, and internal operations
to run the beef bowl business.
They have learned from their failures in the past; they realized each country
have different cultures and styles of doing business. This time they’re focusing to adjust
their food into Indonesian’s taste. For example, Yoshinoya Indonesia created a menu
called “Red hot chili beef bowl” as Indonesian people love spicy foods. They knew that
Indonesian knows better how to run the business in their own country, all the important
positions in term of operations are given to Indonesian people. The management control
is also given to the Indonesian, the Japanese side only give the support through advising.
That’s why the communication between Yoshinoya Indonesia and Japan is limited and
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situational. In sourcing the materials, Yoshinoya Indonesia only import their beef, and
others are sourced locally as it is much cheaper, especially to source from one of their
own companies.
5.1.4. Target Market and Positioning
Using the slogan “Japan’s No.1 Beef Bowl” and “100% U.S Beef” shows that
they’re trying to make people think that they’re offering premium and quality beef bowl.
They’re targeting middle class people with their signature dish, “Original Beef Bowl”
price less than Rp 50.000,- which is less than 400 yen. And their side dishes around Rp
15.000,- until Rp 25.000,- which is around 100-200 yen. They’re trying their best to
offer the best price for the customers yet providing high quality foods.
To be aligned with the pricing strategy, they first choose the locations inside the
number 1 mall in Indonesia, Grand Indonesia. That mall is in the center of the city
meaning all people from different social classes often go to Grand Indonesia, mostly
middles class. It was a big hit and the next strategy for location is locations which are
easily accessible and exposed to the crowd. They also opened outlets in the side city,
mainly on the main roads which have more exposure to the public and crowd.
5.1.5. The Strength of the Current Yoshinoya
Yoshinoya has a lot of strengths which are unique to them. They include:
Yoshinoya is the oldest beef bowl chain in Japan, established in 1899. which
Wingfoods is making this as an opportunity to make it as a selling point. The company
behind Yoshinoya Indonesia is Wings corporation which is experienced in food business
and have a lot of money to support Yoshinoya, also to be able to get cost efficiency by
supplying their own products to Yoshinoya. They have the highest standard compared to
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the competitors in term of food quality by getting Halal and ISO certification. They
have strong Research and development department, they often develop new menus and
seasonal menus. They are offering halal foods and also vegetarian options which could
be consumed by every ethnic in Indonesia. Wingsfood have condiments and beverages
production line to supply drinks and sauces to Yoshinoya which support Yoshinoya to
reach a better cost efficiency
Section 2. HOKA HOKA BENTO
5.2.1. Started business by copying Hoka Ben
Yoshinoya’s biggest competitor is Hoka Hoka Bento (hereafter HokBen), an
Indonesian company which copied the Japanese “Hoka Ben” run by Hurxley Co., Ltd.
but with a different concept by adjusting to Indonesian taste and culture. When we
observe the Indonesian food market, lots of local companies who copied the Japanese
foods are actually successful. The food itself isn’t as good as the original one in Japan,
but they know how to do business in Indonesia and worked out well.
HokBen is the biggest Japanese fast-food chain in Indonesia. It was established in
Jakarta in April 1985 under PT. Eka Bogainti by Hendra Arifin13. Their first restaurant
was opened at Kebon Kacang. Even though the concept of the brand is a Japanese
fast-food chain, the management, cook, and the entire people in the company are
Indonesian. There was no Japanese companies nor people who were involved in this
business.
The founder, Hendra Arifin, went to Japan to do research regarding Japanese
bento and bought the right to use the “Hoka Hoka Bento” brand name in Indonesia.
13 HokBen website https://www.hokben.co.id/milestones
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Now PT. Eka Bogainti owns the brand’s copyright, so it’s not correlated to any Japanese
business.
In 1990, HokBen had 27 stores spreading in various locations in West Java. In
2005, they started to open their stores in Surabaya and expanded branches to Central
Java and Bali in 2010. In 2008, they got their first Halal Certificate and since
September 2017, HokBen secured a Halal Certificate from the Assessment Institute for
Foods, Drugs, and Cosmetics (the Indonesian Council of Ulama). It has been constantly
growing since its establishment.
As of 2019, HokBen has 147 outlets and all of them are owned by PT. Eka
Bogainti. They don’t do franchise system to expand their business14. They have a
different way to server customers compared to another fast food chain restaurants. Their
serving arrangement is like a school’s cafeteria style. Customers are moving along the
line with the tray and choosing what dishes they want to have.
HokBen is the first Japanese fast-food chain in Indonesia which was founded by
Indonesian with no involvement by Japanese. Although Japanese foods and culture are
popular in Indonesia, about 90% of the Indonesian people are Muslim as Indonesia is
the biggest Muslim country in the world actually. Let’s look at the features of halal food
market in the next section.
5.2.2. Differentiation with halal foods
Muslim people can only eat halal foods, which is strictly restricted by their
Quran/religion. Halal literally means permissible- and in translation it is usually used as




but not limited to them. Even for chicken, beef, and lamb meat, to make them a halal
meat they need to be slaughtered in a ritual way known as Zibah or Zabihah.
On the other hand, most of the Japanese foods aren’t halal. Three basic
ingredients that are found in most Japanese foods, Dashi, Mirin, and Shoyu are not halal
in most of the cases except for the vegetables type Dashi. Soy sauce, or Shoyu contains
a little alcohol during the fermentation process of the beans. Therefore, it is also
classified as a non-halal product. These are the reason why it is hard to introduce and
promote Japanese food culture into Muslim market.
Knowing such obstacles of doing Japanese foods business in Indonesia, the
founder of HokBen, Mr. PT. Eka Bogainti tried to adjust the taste into the local’s by
taking a step-by-step approach. First of all, they aimed to cover the bigger hatal market
in Indonesia and offered only chicken, beef, and shrimp. Second, instead of Japanese
sauces which are mostly non-halal, they used Indonesian’s chili sauce which is popular
amongst Indonesian market. The company well understood the local people’s taste
toward sweet and spicy foods. They provide variations of katsu and fried foods served
with chili sauce. Some other flavors like Yakiniku, Teriyaki and some side dishes like
Shumai and Gyoza were also sold to the local consumers.
5.2.3. Localization by HokBen
HokBen is 100% owned by Indonesian as we already introduced. The only
Japanese things about this company is the name and the concept of the foods. They
understand it very well that the power distance in Indonesia was huge. Therefore, they
targeted at the massive population by adapting the concept to fit with the needs of the
majority and setting the price reasonable and affordable so that local people can eat their
foods regularly.
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Another aspect is that Indonesian people are less individualistic than Japanese.
This is why the company didn’t follow the Bento concept in Japan which is mostly
take-away bento to target individuals. HokBen instead prepared seating space like a
regular fast food chain, suitable for friends and family to talk. This is a very important
point because Indonesian has the habit to eat and talk together with their friends and
family. HokBen Vs Yoshinoya Indonesia
Based on the collected data in these 2 cases, Yoshinoya has advantages over
HokBen. First, Wingsfood have condiments and beverages factories to support
Yoshinoya, which HokBen food’s business is solely the Chain restaurant. Yoshinoya is
supported by experienced companies in the food industry which have a lot of money to
support the business. Yoshinoya has learnt from their past mistakes and they know how
to collaborate and run the business in Indonesia, bringing the strengths of Indonesia and
Japan in the same time. Yoshinoya is a global brand which means they have more
diversity and more talents to produce an idea or to contribute to the business. When
HokBen is 100% Indonesian company with only Indonesian talents.
Both companies are in the red ocean market, they have similar strategies for
positioning and segmenting in the market. However, the main differences between these
2 are HokBen is 100% Indonesian brand while Yoshinoya is a Japanese brand trying to
expand their business to Indonesia. This is the reason why Yoshinoya has the brand
advantage over HokBen because Indonesian people always think that brands from other
countries are considered more premium.
In conclusion, Yoshinoya learned from their past mistakes, now come back with
bringing talents to reach efficiency from both sides. They have made the right
adjustment to fit the business culture in Indonesia like being more flexible, giving trust
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to the right partner, develop menu for Indonesian people, etc. Yoshinoya also adopted
Japanese way of developing seasonal menu in Indonesia and has been doing well with
that. They combine both ways of doing business and figured which one is going to fit in
Indonesian market.
In this case, the hypothesis is correct. Yoshinoya learned how to adjust their
business operation and strategy to fit into Indonesian business culture. Even though
there are other success factors besides culture, it is clear that implementing internal
culture inside the company or organization brought Yoshinoya to success in Indonesia.
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CHAPTER 6. DISCUSSION AND CONCLUSION
Section 1. FINDINGS FROM THE CASE ANALYSES
From this study, we found the following are needed to succeed in the
Indonesian market include: First, low price is favorable in Indonesia. Price is a critical
factor in the success of a business. There is no set standard price that a business should
have. The price should depend on the target market. Price can influence sales in two
ways, setting a low price attracts more customers and this will increase the sales. On the
other hand, setting a high price while targeting customers of high social class who value
quality can also lead to increased profit. As seen from the case studies discussed above,
IndoMaret succeeded due to the use of low prices. Charging customers low prices
attracts masses of people. In Indonesia, prices of commodities are very influential of the
buying capacity due to factors such as high-power distance. 7-11 had premium prices
and this greatly discouraged people from purchasing their commodities. Also,
Yoshinoya and HokBen used the low-price strategy.
Second, product is another critical success factor in business. The product that
one is selling greatly influences the sales. The target market should influence the
product one is selling to them. From the case studies discussed above, the industries
Hokben and Yoshinoya are trying to adjust their sales to what the Indonesian people like
and are consuming more and this greatly boosted their sales. Both companies have tried
to incorporate the Indonesian culture by selling products that are accepted and
consumed by majority of Indonesians. HokBen is majoring on making foods that are
halal while targeting the majority of the population which is Muslim. Yoshinova on the
other hand was at first majoring on Japanese foods but is now making foods that are
39
compatible with the Indonesian culture. Yoshinoya adjusted and focused on making
food that is of Indonesian taste. They created a menu called “Red hot chili beef bowl” as
Indonesian people love spicy foods.
Third, the positioning of the business is very critical and influences the success
of the business. 7-11 was located in a hangout area where people used to come and
converge and talk while barely purchasing anything from the store. This contributed to
the failure of 7-11 since they were barely making sales. IndoMaret on the other hand is a
convenience that sells essential goods for the locals in Indonesia. It is located in the
neighborhood and also covers the housing area, offices, parks and public facilities.
Yoshinoya after failing for the first few times decided to change their positioning
strategy, they located their stores inside Grand Mall which is the biggest mall in
Indonesia. The mall is in the center of Indonesia and accommodates all social classes of
people but majority are the middle-class people. They also located their stores in
locations that are easily accessible to the people in Indonesia such as on the main roads.
This greatly aided in the success of Yoshinoya. HokBen has grown from 27 stores in
1990 to 147 stores as of 2019, they have positioned their stores in an accessible location
and this has helped them grow.
Finally, the business strategies used in general have to be favourable. In the first
case study, the business strategy used by 7-11 was good but it was not compatible with
the business environment in Indonesia. 7-11 was trying to incorporate a strategy used in
Japan into the Indonesian market and this failed terribly since the whole business failed.
In relation to the topic in this thesis, IndoMaret succeeded because it incorporated the
culture and strategies that are existent. Also, the regulations and restrictions made
should not be too tough so as to scare away the investors as in the case of 7-11. The
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human resource in Indonesia should be trusted to run the business so as to make it
successful.In the second case study, HokBen Vs Yoshinoya, HokBen is an entirely
Indonesian brand originally owned by Japanese but now owned by an Indonesian.
Yoshinova is however an entire Japanese brand and this gives it an advantage over
HokBen since people in Indonesia have this mentality that foreign brands are better
hence more preferred. Yoshinova has failed few times before like in 1998, four years
after its establishment. However, this did not stop it and it revived again after adopting
new strategies to help it be successful. The prices charged by the two industries are also
friendly. The above-mentioned strategies were to ensure their businesses were doing
well and are successful. The failure of Yoshinova did not prevent it from trying again,
this shows that its research and development team is very resourceful and knows how to
do its research well on areas of improvement.
Indonesian companies have been on the constant attempts to invest significant
sums of money where unfortunately they do not achieve the return as expected.
Moreover, they attempt to implement Japanese culture as a preference for Indonesian
culture, which also does not work out for them. One of the significant practices that the
Indonesian companies have tried to put in place is the creation of space for more people
to sit with friends just like in the case of Hofstede. This is possible since they are
collective, and the majority of the people do not possess the buying power in as much as
they want to spend time together with friends. These practices, as tried by Indonesian
companies, do not take place in Japan, and this is evident with the 46 sections on
individualism on Hofstede.
Similarly, the Japanese tend to be individualist is compared to Asian countries.
The idea of establishment of time together with friends is a concept that is possible in
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Japan; however, it cannot apply in Indonesia. For example, as compared to Hofstede,
the companies in Indonesia cannot succeed in establishing an optimum time for friends
staying together since in Indonesian friends can only manage to stay at a maximum of
one hour.
The fundamental issue that features in the case is on the degree of
interdependence that can be maintained by society through its members. Indonesian
companies, as compared to Hofstede, involve people looking after themselves and only
their direct family members. This, for example, can be argued that collectivist societies
imply that people belong in groups that support the exchange of loyalty through taking
care of themselves. It is also hard to rate equally the Indonesian market concerning
Hofstede as attributed to the stable supply chain enabling the company to be in a
position to offer lower prices. Nevertheless, the differentiation tactic of incorporating
Japanese culture into the Indonesian market is challenging and may not work in the
right way with current beliefs. Most importantly, a core conclusion can arrive
concerning the hypothesis holding that choosing a partner who understands the cultures
describing the business in Indonesia can prove as a good step, as observed in Hofstede.
In the second case, both the companies exist in the red ocean market, thereby
exhibiting the same approaches for positioning and segmenting the market. The main
difference, however, as observed in Hofstede, is between the Indonesian brand where
Yoshinova is, for instance, expanding its brand as provided by the Japanese culture. This
is an important reason why Japanese companies have a brand advantage over the
Indonesian since Indonesian people tend to perceive that brands from other counties are
classier and more premium. It turns out that Yoshinoya learns typically from past
mistakes by subsequently developing talents to achieve a top level efficiency. Therefore,
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they can make appropriate adjustments similarly observed in Hofstede. In this case, it is
quite evident that the implementation of internal culture within a company or
organization has brought Yoshinova to achieve greater success experienced by Hofstede.
Table 5. Summary of the Case Comparison
Case 1 Case 2
7-11 IndoMaret Hoka Hoka Bento Yoshinoya
Product X O O O
Price X O O O
Promotion O O O O
Place X O O O
Note) O means no problem or factors of success, X means problem or factors of failure.
Section 2. ACADEMIC IMPLICATIONS
The Hofstede’s Cultural Dimensions Theory is a theory established by
Hofstede (1991). It is an outline that has helped to understand the culture differences in
different countries and to determine ways in which business is done across different
cultures. (Venaik and Brewer 2016).This theory has been used to determine national
cultures, their dimensions and their impact on a business setting.
Hostfede’s cultural theory consists of six dimensions namely: power distance,
uncertainty avoidance, individualism, masculinity, long term vs short term orientation
and indulgence that affect international business and communication (Hofstede, 2009).
These dimensions discussed by Hostfede explain the effects of diverse cultures on
business. The six dimensions have been discussed in the literature review and include;
Power distance is a dimension that explains the extent to which members that
are less powerful in the society come to terms with this and expect the distribution of
the power to be unequal (Basabe and Ros,2005). In societies with high power distance
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like Indonesia people accept a hierarchical order while people with low power distance
tend to strive to make the power distribution equal. From the second case study,
HokBen Vs Yoshinoya, HokBen is an entirely Indonesian brand while Yoshinova is a
Japanese brand trying to penetrate the Indonesian market. Yoshinova is portrayed to
have a low power distance since it is a foreign brand and it strives by implementing
strategies to help it penetrate the Indonesian market.
Uncertainty avoidance is a dimension that explains the degree to which society
deals with the fact that the future is unknown. From the first case study, 7-11 food
industry had a low uncertainty avoidance level. This is because it used strategies that
were not well thought of in conjunction with the Indonesian culture (Leung et al., 2005).
They did not consider the future consequences of the business strategies they
implemented, and this caused failure of their business.
Individualism vs Collectivism aspect is a dimension where individualism refers
to where people are expected to take care of themselves and their families. Collectivism
on the other hand refers to a socially knit society where people co-exist in
groups(Basabe and Ros 2005). In the first case study, 7-11 vs IndoMaret, 7-11 used the
strategy of collectivism while IndoMaret used the strategy of individualism. However,
7-11 didn’t think of the price sensitivity of the customers which resulted customers
come in group and buy only 1-2 products to share. This has led to low customer’s turn
over rate, furthermore more space meaning more cost to 7-11. While IndoMaret is
compact and people buy and leave right after they got what they want.
Masculinity vs Femininity aspect: Masculinity refers to a society’s preference
for aggressiveness, heroism, accomplishment and material reward on achieving success.
On the contrary, femininity represents a preference for modesty, collaboration, quality
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of life and caring for the weak. Indonesia has been seen to have a low masculinity level
as compared to other Asian countries. Therefore it is trying to adopt investors from the
Japan to invest in their country. Japan is seen to be more masculine as compared to
Indonesia as it struggles to fit into the Indonesian culture.
Long-term orientation refers to the disposition of a society in the direction of
looking for virtue. From the two case studies, The Japanese industries, 7-11 and
Yoshinoya are working towards a long-term goal which is to maintain their business. As
much as they are in to make profit, they still thrive to make sure the commodities and
services they are providing are in line with what Indonesian people like and are used to
and this helped them in making their business long term. 7-11 food industry thought
short term by strategies such as use of premium prices because they wanted to make
profit fast and this led to failure of their business (Hofstede, 2018).
Indulgence refers to the degree to which societies can exercise control over their
impulses and desires. Indonesian culture is more restraint due to strict Islamic culture
practiced by majority of people living in Indonesia (Hofstede, 2018. From the second
case study, IndoMaret vs Yoshinoya, IndoMaret is seen to make foods that are Halal,
meaning they are accepted to be consumed in the Islamic culture. Yoshinova also due to
its failures in the past has strategized by cooking foods that are accepted by Muslims in
Indonesia and this greatly enhanced their success.
According to a study done by Japutra, Nguyen and Melewar, 2019, when 7-11
entered the Indonesian market, Indonesia had some traits that are not so common in
other markets such as people are used to hanging out while doing nothing. The locals
have a name for it, it is called nongkrong. People in Indonesia are used to coming
together in street markets and telling each other stories. They also eat together in local
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markets and food stores. In 2009, it was discovered that there were about twenty to
thirty million users of internet that needed an open space to use the internet. 7-11
addressed this need of Indonesian people but this led to its failure because the stores
were always filled with people who did not buy a lot. People only came there to hang
out and enjoy the free WIFI while buying the minimum, like just a one drink. For most
teenagers in Indonesia, 7-11 offered more of a recreational space with free WIFI,
seating areas that were comfortable and good air conditioning. The income obtained
from the sales made in 7-11 did not cover the operational costs such as electricity, WIFI,
salaries and lights. This led to the downfall of 7-11 food industry.
IndoMaret food industry focused more on the price of the food they sold. The
prices set by IndoMaret were cheap hence most Indonesians could afford to purchase
the food. Generally, IndoMaret targeted everyone in Indonesia since their price was easy
and economical and they offered daily goods (Japutra, Nguyen and Melewar,
2019).IndoMaret did not provide a seating place for people to sit as they ate. They did
not have any tables or seats; people came in and purchased food stuffs as they left. This
helped in avoiding people seating idly while purchasing the bear minimum. The
strategies used by IndoMaret generally influenced the success of IndoMaret.
HokBen and Yoshinova have both shown success in Indonesia. They offer cheap
and affordable prices. The foods they sell are also those favorable to be consumed by
Indonesian people. They try to fit into the Indonesian culture, for example HokBen
makes foods that are Halal because most people in Indonesia are muslims and the food
they consume should be in accordance to their religion. This is to make the muslims
trust their food and this increases their sales. Yoshinoya is also making food that is liked
and most consumed in Indonesia as much as it is a Japanese food industry.
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Section 3. FUTURE RESEARCH
In this thesis, we conducted two pairs of case analyses. Interestingly, we see lots
of similar cases in Indonesian market. Future research can explore and investigates such
cases to generalize our findings to be applicable for the other companies. An example is
Alfamart. Alfamart is one of the biggest companies in Indonesia with over 7,000 stores
all over Indonesia. IndoMaret is the main competitor of Alfamart. Alfamart has steered
many marketing strategies such as promoting their goods jointly with suppliers and
creating a relationship with their customers. It also promotes their goods based on
themes such as valentine, big soccer competition games like world cup. Alfamart also
targets specific segments in the market. It also has loyalty program for its customers
known as named KartuAKU that has around 3million members. A study can be done to
investigate the success of Alfamart and how it won the Indonesian market.
There are a lot of companies in Indonesia trying to make an image of Japanese
brand for their brand. Most of them are in food industry:
1, Hokkaido Baby imitating Bake Cheese Tart
2, Chizukek imitating Rikuro Ojisan
3, Hokkaido Baked Cheesetart imitating Bake Cheese Tart
4, Fuwa-Fuwa imitating Rikuro Ojisan
5, Ikkudo Ichi – Imitating Ichiran
All of these brands are imitating some successful brands in Japan16. It is
interesting that all of these got hype and got successful before the original brand from
16 https://food.detik.com/foodspot/cheesecake-jepang-enak-jakarta/9747/dore-by-letao
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Japan came to Indonesia. Some of them even copied the design which make people
cannot differentiate the difference between Indonesian one and the Japanese one. For
example, Hokkaido Baked Cheesetart which imitate Hokkaido BAKE Cheesetart.
6.3.1. IKKUDO ICHI
I got an opportunity to interview the owner of Ikkudo Ichi about the brand. He
first went to Japan, partner up with Ikkousha ramen and brought Ikkousha ramen to
Indonesia. Then he got issues with his Japanese partner and decided to leave the
company and make his own brand which is Ikkudo Ichi. Right now, Ikkudo Ichi is more
popular in Indonesia by benchmarking the taste to the most hype ramen in Japan which
is Ichiran. (William. H, 2019)
6.3.2. CHEESECAKE and Cheese tart
These brands which imitate Japanese brands for the cheesecake and cheese tart
were established first in the market before the original one entered the market. They’re
imitations but they had successfully made it a hype and people just love it. After the
hype took some time, the original Japanese brand entered the market which is BAKE
cheesetart. However, Rikuro Ojisan hasn’t entered the market yet
6.3.3. THE INTAKE
The intake here is that a lot of Japanese brands are favorable in Indonesia and
have a lot of opportunities to expand their business in Indonesia. However, they are
usually slow, and they want to have the control over their Indonesian partner which
caused a lot of internal conflicts. Another intake is it’s hard and take time to have a deal
with the Japanese. For example, just right after the imitators came into the market, then
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they’re convinced that they could be successful and yet still took a lot of time for them
to enter the market.
6.3.4. Limitations
Like other studies, this research has some limitations. First, we focus on only
food industries in this thesis. If we look at other industries, we might find different
factors. Second, we relied on the theoretical framework by Hofstede, but we also
understand it is not a perfect theory. Third, due to the limited sources of information, we
cannot claim that our analyses are perfect.
In spite of these limitations, we still believe our analyses on the cultural
difference and the success factors contribute for those who run a business in the
Indonesian market in the future.
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